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Abstract 


The perception of beauty and physical appearance is not a new concept in the society. Though several 
movements emerge supporting or contradicting this, it is undeniable that physical appearance as the 
standard of beauty still exist. With this, the skincare industry and business, both in the global and 
Philippine market grow as people see the demand for the services. This study aimed to determine the level 
of customer satisfaction on skincare clinics along the five dimensions of SERVQUAL Model. Data was 
gathered from one hundred customers of skincare clinics using an adapted questionnaire of Sultana et al. 
(2016). The questionnaire was divided into two parts: profile of the respondents and (2) level of their 
satisfaction along tangibility, responsiveness, assurance, empathy, and reliability. The data gathered was 
analyzed through descriptive and inferential statistics. Further, T-test and ANOVA was used to test if 
there is a significant difference on the level of satisfaction when customers are grouped according to their 
profile. The findings revealed that respondents are highly satisfied with all the five dimensions. 
Tangibility has the highest category mean while empathy and assurance both have the lowest category 
mean. Furthermore, it also revealed that there is no significant difference in the level of satisfaction of 
customers when grouped according to profile. 
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Introduction 


The perception of beauty and physical appearance is not a new concept in the society. 
Even in the early civilization, Aphrodite represented the idea of beauty, whom Greek people 
hailed as the Goddess of Beauty (Cyrino, 2012). As the world continues to develop, several 
principles and movements emerged, resulting in a diversified view of the standard of beauty. 
However, physical appearance as the measurement of being beautiful continues to exist. Physical 
attributes such as a clear and smooth face make women more confident in presenting themselves. 
Moreover, easy access to various information has been observed due to technology's widespread 
use and influence, channeling skincare content through social media platforms. Artists and 
personalities in the entertainment industry have also maintained physical appearance as the 
standard of beauty as they promote beauty products and clinics. Hence, more people desire to 
enhance their beauty. 

Customer satisfaction refers to the positive feedback from the clients, which means that 
there is an excellent quality of the services delivered. Customers will evaluate the services or 
product after using it, which will be the basis for their decision to purchase again and even 
recommend it to other people (Sultana et al., 2016). Numerous studies proved that customer 
satisfaction influences customer loyalty and repurchase intention. According to Surya and 
Kurniawan (2021), customer satisfaction significantly affects customer loyalty. In addition, 
"satisfied customer will be considered to repurchasing the product or service at the same 
company" (Ekaputri et al., 2016). 

SERVQUAL model, which has reliability, assurance, tangibles, empathy, and 
responsiveness as its five dimensions, examines whether the performance of the services was 
effective and accurate, the credibility and skills of the employees, and the business's physical 
facilities. Customers also consider how employees approach them; if they feel like they receive 
prompt assistance in their specific needs and requests. These are the main areas where 
operational strategies are based, primarily to create and maintain positive customer relationships. 
A study conducted by Mesfin (2020) showed that these five dimensions positively affect 
customer satisfaction, where reliability, assurance, and tangibility have the most significant 
dimensions. Moreover, tangibility significantly affects customer satisfaction, gaining the highest 
mean score (Sultana et al., 2016). On the other hand, it appears that responsiveness has the 
highest mean score. Results of Multiple Regression Analysis revealed that only empathy has a 


significant influence on customer satisfaction (Azad, 2015). Furthermore, Tsai et al. (2011) 
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communicated that service responsiveness and reliability are the most critical factor in customer 
satisfaction. From these, the researchers have found various research findings with regard to the 
dimension affecting the level of satisfaction. There are differences on the factors that obtained 
the highest means across the different studies. Hence, the need to evaluate the significance and 
influence of the five dimensions on customer satisfaction is necessary to clarify this research 
gap. In addition, although there are multiple studies regarding this, most of the businesses 
studied were beauty parlors and salons. There were only few research involving skincare clinics 
or the skincare industry. Thus, this study explored this sector further in the Skincare Clinics in 
Tuguegarao, Cagayan. 
Methodology 

The study used descriptive research design. The study was conducted in Tuguegarao 
City, Cagayan. The respondents of the study were the customers of skincare clinics who have 
availed of its services during the pandemic. One hundred customers from twelve skincare clinics 
have answered the questionnaire. Convenient Sampling method was used. The study used 
questionnaire to gather the data needed. The questionnaire was divided into two (2) parts. Part 1 
contains the profile of the respondents which includes, age, sex, income, number of services 
availed, and occupation while part 2 contain the level of satisfaction of the respondents in the 
skincare clinics and the questions were adapted from the questionnaire used in the study of 
Sultana et al. (2016). Part 2 was answered using 4-point Likert Scale (4=Strongly Agree, 
3=Agree, 2=Disagree, 1=Strongly Disagree) was analyzed using descriptive interpretation (3.50- 
4.00=Highly Satisfied, 2.50-3.49=Moderately Satisfied, 1.50-2.49=Satisfied, 1.00-1.49=Slightly 
Satisfied). Lastly, to test significant difference on the level of satisfaction of respondents along 
the five dimensions of service quality when grouped according to profile, T-test and ANOVA 
were used. 
Findings 

The results revealed that respondents are highly satisfied with employees’ appearance 
which implies that customers look at the neatness and tidiness of employees as a reflection of the 
services and image of the skincare clinic. Moreover, respondents are highly satisfied with all the 
five dimensions. Tangibility has the highest category mean while empathy and assurance both 
have the lowest category mean. This implies that physical materials attract the customers the 
most in skincare clinics. Furthermore, there is no significant difference in the level of satisfaction 


of customers when grouped according to profile. Thus, the null hypothesis is accepted since their 
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p-values are greater than .05 level of significance. This means that customers have same 
satisfaction regardless of their age, sex, income, number of services availed, and occupation. 
Conclusion 
This study concludes that customers are highly satisfied on skincare clinics operating in 
Tuguegarao City on the five dimensions of service quality namely tangibility, responsiveness, 
empathy, assurance, and reliability. The skincare clinics are performing well and providing 
excellent services to its customers. This study recommends the management of the skincare 
clinic to maintain or intensify the quality of services provided since customers are already highly 
satisfied. Moreover, the management can also continuously innovate to continuously deliver 
excellent and satisfactory services. The study is limited to Skincare Clinics in Tuguegarao City, 
Cagayan. Hence, future researchers are recommended to increase the sample size of the 
respondents and widen the scope of the study. 
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